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Fashion through these fine brand names. 

BOBBIE BROOKS. ..Day-time, play-time, date-time 
feminine apparel for the young adult. 

STACY AMES ... Dresses for career girls. 

KELLY ARDEN ... Junior petite dresses. 

TAMMY ANDREWS ... Junior dresses. 

COLEBROOK . .. Full-fashioned sweaters, skirts and 
sportswear. 

STRETCHINI ... Stretchwear for children and 
sub-teens. 






















BOBBIE BROOKS, INCORPORATED, RESULTS IN BRIEF 


OPERATIONS: 

Net Sales. 

Earnings Before Income Taxes. 

Earnings After Income Taxes. 


Year Ending April 30, 


1964 

$87,599,700 

6,954,600 

3,597,100 


1963 

$75,762,400 

6,647,600 

3,403,800 
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Net Earnings Per Share Based on 
Average Number of Shares 

Outstanding During Year. 1.14 



FINANCIAL: 

Working Capital.$11,192,900 

Current Ratio. 16 

Property, Plant and Equipment—Net.$ 8,108,100 

Shareholders’ Equity. 16,196,200 


$ 9,569,600 
1.6 

$ 7,768.100 
13,941,000 
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REPORT FROM THE PRESIDENT 


This annual report commemorates the 25th 
anniversary of Bobbie Brooks. From modest begin¬ 
nings in 1939, we have grown consistently and sub¬ 
stantially, with a volume of $87,599,700 reached 
during the fiscal year ended April 30, 1964. 

To the best of our knowledge, no other com¬ 
pany operating under a single label has attained 
a volume in the women's outerwear field which 
even approaches the $61,000,000 a year in sales 
under our primary Bobbie Brooks brand name. 
But Bobbie Brooks today is more than a 
single brand company. It is a group of companies 
with fine growth records, selling under several 
quality labels. 

Bobbie Brooks as a business entity today means 
5000 men and women working in 18 plants; 3500 
styles created a year under six labels; 46 sales 
offices from coast to coast staffed by a road force 
of 215 to provide customer stores with good serv¬ 
ice on a local basis; and the production of more 
than 20,000,000 garments a year for sale in 
approximately 15,000 departments in fine stores 
throughout the country. 

RECORD SALES AND EARNINGS 

Sales of $87,599,700 for the fiscal year ended 
April 30 were approximately 16 per cent higher 
than the year-ago record of $75,762,400. Net in¬ 
come and earnings per share set new records for 
the 13th consecutive year. 

We began the year at a fast earnings pace, then 
ran into an unusual combination of large expenses 
which adversely affected income for a five-month 
period starting in November and continuing into 
March. However, better results during April en¬ 
abled us to end the year with earnings at an all-time 
peak of $3,597,100 or $1.14 a share, compared 
with $3,403,800 or $1.09 a share for the preced¬ 


ing year. Earnings per share for the final quarter 
were HV 2 per cent ahead of the preceding year. 

Bobbie Brooks is 3 l A times as large today as 
it was five years ago in 1959, when our shares 
were first offered to the public. Earnings per share 
have grown at a compounded annual average of 
19.6 per cent during this period. 

VITAL PREPARATIONS 

We have deliberately incurred large expenses for 
advance planning, for training programs, for the 
development of capable management in depth, for 
establishing improved production methods and 
pilot plants, for computer programming and devel¬ 
opment, for strengthening our styling, for setting 
up new marketing offices, for brand name promo¬ 
tion, and for many other constructive purposes. 

The reason is our recognition that the type of 
scientific management necessary to guide, coordi¬ 
nate and develop a Company which now is near¬ 
ing and quickly will pass the $ 100,000,000-a-year 
mark in sales is considerably different from that 
required by a smaller organization. 

We have not only made the investment required 
to meet short-term growth objectives, but have 
also provided the management team and facilities 
necessary to carry a much larger Company forward 
over a long-range period. 

A BASIC, PROVED FORMULA 

Bobbie Brooks traditionally stands for a highly 
diversified product line, concentration on the prod¬ 
uct needs and desires of the fast-growing young 
adult market for feminine apparel, and an unusual 
degree of service to customer stores. We provide 
a strong, dependable, basic core resource around 
which a department store or apparel shop can build 
an effective and profitable young adult department. 







Our tested, proved formula for growth through good service to specific 
market groups is being applied successfully by our three subsidiaries 
selling under their own labels. These are Stacy Ames and its Kelly Arden 
and Tammy Andrews divisions, and Colebrook, all in a slightly higher 
age and price group than served under the Bobbie Brooks label; and 
Stretchini in the children’s field. 

Sales of these three subsidiaries climbed 34 per cent last year, to a 
total of $26,200,000. Interestingly enough, this figure approximates the 
total volume of Bobbie Brooks just five years ago, and we feel that con¬ 
tinuing dynamic growth can be expected from these young organizations. 

OUR NEWEST ACQUISITION 

An agreement has just been signed for purchase of Nan Leslie, Inc., 
producer of shirtmaker-type and casual dresses, and an affiliated organi¬ 
zation, Symphony Classics, Inc., which makes soft shirts and blouses. 
Combined sales of Nan Leslie and Symphony Classics were $5,600,000 
last year, representing an increase of 55 per cent in three years. Manage¬ 
ment will continue to be headed by Harry S. Ganz, president and founder 
of the Nan Leslie and Symphony Classics companies. 

These lines both are designed for the misses or career girl age group, 
a little above the age range served by Bobbie Brooks. Nan Leslie dresses 
sell in a $15 to $18 price range at retail, and Symphony Classics shirts 
and blouses in a $5 to $12 bracket. Over 3000 department stores and 
apparel shops are served nationally by the two organizations. Plans are 
already being made to diversify the Nan Leslie and Symphony Classics 
lines, improve production facilities, and strengthen the sales organization, 
with a 20 per cent increase in sales targeted for this year. 

DIVIDEND PROGRESS 

The regular quarterly dividend was increased to 12V^ cents last 
November, a 25 per cent increase over the 10 cents previously paid. This 
was our fifth dividend increase in little more than 3 Vi .years, and our 
quarterly dividend now is nearly triple the original rate paid in 1959. 

Ownership of our Company has continued to broaden, and we now 
have approximately 10,000 shareholders, from every state in the Union 
and from many other countries. 

SHAPE OF THE FUTURE 

We believe that the results of the past 25 years indicate the strength 
of our Company. 

Current business is excellent. Bookings for the fall line under the 
Bobbie Brooks label are substantially ahead of last year, which means 
that we are starting the fiscal year at a brisk pace. We expect that sales 
and profits for the year will again set new records. 

On a longer-range basis, Bobbie Brooks remains dedicated to steady, 
orderly growth. We have established a position of leadership in an 
industry where larger and stronger companies are required to meet the 
needs of retailers and consumers, and as I look ahead on this anniversary, 












TRADITIONS THAT POINT THE WAY 


There are not many firms in the women’s apparel 
industry that can celebrate a 25th anniversary. 
The industry has always been made up of thou¬ 
sands of small companies vulnerable to style 
changes, and only now are a few strong organiza¬ 
tions beginning to emerge. 

Bobbie Brooks was born in 800 feet of loft space 
near downtown Cleveland, with $4000 in capital. 
Maurice Saltzman, the 21-year-old founder, 
received no pay for six months after operations 
began in 1939, then only $35 a week. There were 
just five employees. 

However, the Company was successful from the 
start. There were 250 customers the first year, 
sales totalled $137,700, and earnings amounted 
to $8475. Even more important, the Company 
began to develop its own tradition of operation, 
and this was and is different from industry practice 
in major respects. 

First, the Company’s people began calling directly 
on stores rather than expecting buyers to attend 
New York showings. “We were in the stores con¬ 
stantly, and were so anxious to please that the 
customers caught our enthusiasm,” Mr. Saltzman 
points out. “Many of our customers during our 
first year still are major buyers of Bobbie Brooks 
merchandise today.” 

Second, the Company has always offered apparel 
in nearly all categories, instead of specializing in 
one or two types of garments, as has been industry 
practice. Our original purpose was to minimize 
seasonal peaks and valleys, and maintain stability 
of operation regardless of fashion preferences for 
particular categories of apparel. Later, this diversi¬ 
fication enabled Bobbie Brooks to pioneer in the 


manufacture of coordinates . . . matching garments 
made to be worn together. 

Third, Bobbie Brooks in its third year began 
making some of its own garments instead of rely¬ 
ing entirely on contractor plants, as much of the 
industry still does. By 1943, after four years of 
operation, the original 800 square feet of space 
had grown to four full floors, and several years 
later the Company moved into its first plant... a 
60,000 square foot building on Superior Avenue 
in Cleveland. 

Fourth, Bobbie Brooks at an early date began to 
concentrate on the young adult market, which was 
small and relatively ignored in the 1940’s. As a 
result, our brand name was a leader in the field 
when this market began to grow. 

Fifth, the Company long ago adopted a policy 
of sacrificing a part of immediate profits to invest 
in scientific management methods and modern 
business techniques of a type previously scarce in 
the garment industry. As a result, we have great 
organizational strength today. 

In its early days, the Company decided to use 
the label Barbara Brooks. This name was soon 
changed to Bobbie Brooks, and the popularity of 
this label began to grow as no garment industry 
brand name has done before or since. 

Bobbie Brooks today is organized into four' 
principal divisions . . . Merchandising or Design, 
Marketing, Manufacturing and Financial. The 
methods used by each have evolved directly from 
the traditions of our early years, in a pattern which 
is different from any ever developed in the industry 
before, and which in our opinion is uniquely suited 
to the providing of good services and continuing 
growth potential. 





A FRESH NEW LINE EVERY 10 WEEKS 


Bobbie Brooks creates an all-new young adult product line of from 
300 to 450 styles five times a year, covering virtually all outerwear 
categories. We also provide a year-around line of lasting fashion favorites, 
which is constantly being revised and improved. 

The diversity of styling in our five seasonal lines . .. spring, summer, 
transeason, fall and holiday ... assures customer stores of a steady flow 
of fresh new merchandise to stimulate sales every month of the year. 
Coordination of our lines in terms of color and style also means multiple 
sales for stores, since a girl who buys one item is a ready customer for 
other pieces made to go with it. 

Separate management groups have been provided under the Director 
of Merchandising. For example, there is an over-all manager for sports¬ 
wear, and under him are design managers in general sportswear, sweaters 
and cotton knits, and swimwear. Under the design manager in each 
category is a design team. This system is assuring even greater strength 
in each of our product categories. 

Improved liaison with the Marketing Division has been established 
as well as an intensified program of fabric and color research carried 
on in cooperation with the world's leading fabric suppliers of both natural 
and synthetic fibers. Skilled, specialized fabric buyers have been added 
to our Merchandising staff, under an experienced purchasing director. 

One of the outstanding design achievements of the past year was the 
successful introduction of the first Bobbie Brooks swimwear line, which 
included 74 styles and rounded out our play clothes category. Sales of 
this new line to date are nearly $3,000,000. 

Bobbie Brooks styling is smart, neat, priced just right for young adult 
pocketbooks, high in quality, and designed specifically for the vast 
majority of girls in the age group we serve. We have no interest in 
extreme or so-called “hot item” styling, but instead supply the type of 
apparel that accounts for the bulk of any store's young adult sales, season 
after season. In more and more stores, the Bobbie Brooks line is the 
foundation around which successful young adult departments are built. 

Incidentally, suits for young adults, a category in which Bobbie Brooks 
is very experienced, are enjoying a tremendous wave of popularity, and 
will easily double last year’s volume in this field. Another new fashion 
trend in the young adult field is the “scrambled look,” which mixes 
various colors and styles, and extends the field of opportunity for our 
line of coordinates. 
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A SERVICE-ORIENTED MARKETING PROGRAM 


Our Bobbie Brooks Marketing Division, exclusive 
of subsidiary activities, is very large for our indus¬ 
try... over 250 men and women, 135 of these 
in the road sales force which works from 34 market¬ 
ing offices ... six more than a year ago. 

Bobbie Brooks sells to stores, but we also 
recognize a responsibility to help stores sell our 
merchandise to consumers. 

Surveys show that our national advertising in 
young adult magazines is consistently at the top 
in readership. Our brand promotion plan, under 
which we pay part of the cost of local advertising 
of our merchandise by customer stores, resulted 
in about 10 million lines of advertising last year. 
Furnishing of ad mats as part of this program 
enables even customers too small to have an 
advertising agency or department to have a worth¬ 
while advertising program. 

We started a billboard program during the year, 
supplying huge blow-ups of our advertising for 
stores paying for the board space, and there now 
are hundreds of billboards featuring Bobbie Brooks 
merchandise across the nation. Mailing pieces for 
stores, distribution of good grooming Wardrobe 
Magic booklets in high schools, a million lines of 
fashion publicity a year, display materials and 
racks, in-store style shows and many similar Bobbie 
Brooks sales aids are other examples of Bobbie 
Brooks services for customer stores. 

Our Marketing Division also conducts a never- 
ending information program to provide store 
managements with complete information on the 
young adult market as developed in our market 
surveys, and on the value of one-stop young adult 
departments built around the Bobbie Brooks line 
as core resource. 

This program includes top-level meetings with 
store managements from coast to coast, regular 
editions of a Bobbie Brooks Work Book prepared 
expressly to report to store executives on the young 
adult market, a new sales training film for sales 
personnel handling our products in stores, and 
even has included a Broadway-type musical to tell 
the Bobbie Brooks young adult story to buyers 
and store management. 


Our road force is capable and trained to work 
with store people at the local level in tasks ranging 
from inventory assistance to planning of Bobbie 
Brooks style shows. And this staff is being con¬ 
stantly expanded. Many men and women apply for 
our sales training program. A select few are chosen. 
All start as trainees after careful screening and test¬ 
ing under an evaluation program specifically pre¬ 
pared for this purpose. Training periods are from 
8 to 18 months. 

The typical Bobbie Brooks marketing repre¬ 
sentative is about 29 years old, service-oriented, 
trained to the profit concept of business, and an 
enthusiastic hard-worker. His rewards, partly 
dependent on commissions, are substantial. Our 
sales force thus is comprised of top-grade men and 
women, able to provide intelligent and effective 
service to stores. 

Our field force, talking to store buyers every¬ 
where every day, also performs another vital func¬ 
tion in establishing a two-way flow of information, 
from the stores to Bobbie Brooks as well as from 
the Company to the stores. This means that the 
opinions and ideas of stores from all parts of the 
country are fully utilized in developing our lines 
and services. 

































The number of customers served under the Bobbie Brooks label has 
risen steadily and so have sales per store, which averaged $8985 last year 
on the basis of wholesale prices. We now have developed many customers 
in the $300,000 to $500,000 a year range, and there is considerable 
opportunity to continue raising our sales per store by very substantial 
margins. A national survey by an independent market research organiza¬ 
tion has just proved the results obtained by the Bobbie Brooks strategy 
of concentrating promotion dollars on services that help customer stores 
build brand recognition at the local level. 

The survey showed that 90 per cent of high school girls are aware of 
Bobbie Brooks advertising. At college age, the proportion of girls aware 
of our advertising jumped to 96 per cent. In terms of having heard of 
our brand name by all methods, 92 per cent of high school girls know 
us, compared with 74 per cent five years ago. Seventy per cent of high 
school and college girls have owned sportswear made by Bobbie Brooks. 

When these girls were asked to name the brand of sportswear they 
preferred, the Bobbie Brooks rating was twice as high as any other brand 
studied. High school girls were asked to rate dress companies in terms 
of the best understanding of size, fit and style, and our rating was an 
amazing four times higher than the brand receiving the next higher 
rating. We also scored far above any other companies in the number 
of girls who said our prices were “just right.” 

Of course, this outstanding brand name acceptance is of great sales 
benefit both to customer stores and to Bobbie Brooks. 
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THE MANUFACTURING STORY 


A number of programs under way in our Manufac¬ 
turing and Central Engineering Division offer 
excellent potential for steady long-range improve¬ 
ment of profit margins. 

Our industry traditionally has concentrated on 
design and marketing, with manufacturing largely 
handled by contractor plants. However, to reach 
any real size, a company obviously must have 
competent and extensive manufacturing and engi¬ 
neering facilities of its own. 

Bobbie Brooks operates 12 plants producing 
under the Bobbie Brooks label, and our subsidiaries 
operate six others. Output of the Bobbie Brooks 
plants and of over 50 contractors is shipped to our 
National Distribution Center at Cleveland, a huge 
facility with up to 2,000,000 garments in inventory 
at any time, for rapid shipment of orders to cus¬ 
tomers everywhere. This center is of vital impor¬ 
tance in enabling us to supply large volumes of 
color and style-coordinated apparel efficiently. 

During recent years, we have sought to develop 
a manufacturing and engineering organization 
which lends itself to the type of growth we see 
ahead. Basically, this organization includes a 
central staff in Cleveland for over-all administra¬ 
tion, planning and research. Under this, there are 
separate engineering staffs in each plant, depart¬ 
mentalized along the same pattern as the central 
organization in Cleveland. This enables the national 
staff to function as consultants to the local plants. 

One new development is a Master Planning and 
Scheduling Department, set up to plot production 
needs four seasons in advance. We also have a 
new Production Information Center, a nerve center 
of manufacturing operations, where complete data 
on every plant is kept current within 24 hours in 
terms of performance against schedule, efficiency 
rating, open capacity and future load. This helps 


us to be more flexible as sales trends develop. 

Another major innovation is the establishing of 
a product division concept. Our sales in each of 
several categories are larger than the total volume 
of most other companies in our industry, and we 
now have a specialized production staff concen¬ 
trating on each major category. A research and 
development program also has been launched to 
work on equipment and methods aimed at con¬ 
stantly improving plant efficiency. 

Two large new pilot plants of 30,000 square 
feet and 20,000 square feet respectively were 
opened at Middletown and Dover, Ohio, during 
the past year. A new plant at Washington, Pa., is 
gradually coming up to full production as new 
employees are trained, and one at Butler, Pa., is 
now fully staffed. Another new pilot plant is 
scheduled to be opened this year. 

Our National Distribution Center's major expan¬ 
sion and improvement program has been com¬ 
pleted, and during a single week, we have been 
able to ship over 100,000 units every day without 
the second shift being fully manned. We believe 
the center can handle additional shipping volume 
of 30,000 units a day without need for further 
expansion. 

Bobbie Brooks and the International Ladies 
Garment Workers Union have set up the apparel 
industry’s first labor relations committee for orderly 
solutions and recommendations in regard to long¬ 
term problems, and this is working well. 

A substantial investment was made by the 
Manufacturing Division last year in opening pilot 
plants, training employees, developing middle 
management strength and carrying out new product 
programs such as the swimwear line. We believe 
that investment of this nature will have a worth¬ 
while effect on future profits. 









FINANCIAL OPERATIONS 
AND PROFIT PLANNING 


Bobbie Brooks is in excellent financial condition to meet its growth 
requirements. 

Long-term debt at year-end declined to $3,329,100, consisting largely 
of real estate loans from the Ford Foundation. Working capital of 
$11,192,900, and total assets of $39,567,500 were at new records. 
Current assets of $31,152,300 were in a ratio of 1.6 to current liabilities. 
Unsecured lines of bank credit have been increased to $10,000,000, not 
including lines of credit extended by banks to our subsidiaries. 

The Financial Division is responsible for profit planning and controls, 
and this work is being aided by the steadily increasing coordination of all 
operations through computer systems and procedures. Budgeting and 
profit control programs at Bobbie Brooks are modern and progressive, 
and are an integral part of everyday operation. 

Progress has been made in steadily expanding a comprehensive report¬ 
ing program to provide management at all levels with facts and figures 
about key phases of our operations on virtually a daily basis. This is of 
assistance in improving efficiency of existing activities and planning for 
future sales and profit improvement. 

Programming is already under way for installation of even more 
advanced equipment in our Cleveland computer center, whose present 
IBM 1401/1410 system is only two years old. A new high-speed 1401 
system has been installed in the Stacy Ames headquarters at New York, 
to service all of our New York operations. While far less sophisticated 
than our central facility, our New York installation is one of the most 
advanced garment industry systems in that city. Another computer system, 
an IBM 1440, is being programmed for Colebrook at Hialeah, Florida. 

An important effect of these programs will be to increase the efficiency 
of our subsidiaries and to tie them in closely with our central operation 
from a financial standpoint. Controllers trained in the Financial Division 
at Cleveland are now a part of each subsidiary’s management team, and 
are supervising profit control programs in each subsidiary. 

Our Vice President of Finance and Corporate Development also is 
in charge of coordinating the activities of our subsidiaries with over-all 
corporate objectives, and of researching and reviewing acquisition pos¬ 
sibilities. We have established well-defined policies and goals in this 
field, and it has become an important area of corporate activity. 

Bobbie Brooks believes in comprehensive reporting of its operations 
and progress to shareholders and the financial community. Seven reports 
were made to shareholders during the past year, in the form of quarterly 
dividend and progress reports, in addition to the Annual Report. 

Operations were reviewed with security analyst societies in San Fran¬ 
cisco, Los Angeles and Atlanta, and at national and regional meetings 
of the National Association of Investment Clubs in New York and Detroit. 
In addition, dozens of security analysts visited our offices in Cleveland 
in order to observe Company facilities and talk to key personnel. 
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COMBINED SALES OF 
STACY AMES, 
COLEBROOK, 
AND STRETCHINI* 


$19,600,000 



•Years ended April 30 


THE BOBBIE BROOKS CORPORATE DEVELOPMENT PROGRAM 


Stacy Ames and Colebrook have been a part of 
Bobbie Brooks for about 2 Vi years, and our agree¬ 
ment to purchase Stretchini was signed two years 
ago. Each of these subsidiaries has enjoyed rapid 
progress. Their combined sales during the past 
year were nearly double the total of two years 
ago, and they now account for almost 30 per cent 
of corporate volume. 

Even more important, each has established good 
foundations for future progress in terms of organ¬ 
izational strength, long-range planning and sound 
financial structure. Their operations also illustrate 
the basic corporate development policies which 
Bobbie Brooks has evolved. 

Each of our acquired subsidiaries has a young 
and capable management. Each has had a good 
growth record. We have been interested in potential 
rather than immediate sales dollars. We have in¬ 
sisted that each acquisition be made on a basis that 
will contribute to Bobbie Brooks earnings per 


share. Each new member of the Bobbie Brooks 
family of growth companies must fit in logically 
with our long-range objectives. 

Today’s increases in the number of the young 
female population group from 13 to 24, our basic 
Bobbie Brooks market, will gradually be reflected in 
a similar expansion of the slightly older career girl 
age group. Also, as today's teenagers begin to marry 
and form families during the next few years, the 
need for children’s apparel can be expected to rise. 

Stacy Ames and Colebrook give us a good posi¬ 
tion in the career girl apparel market, and our 
newest acquisitions, Nan Leslie and Symphony 
Classics, provide us with additional strength and 
new lines in this age group. Through Stretchini, 
we also have become an important factor in the 
children’s apparel market. 

We believe that our corporate development 
program is working well, and can make a very 
important long-range contribution to our future. 
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$13,600,000 


STACY AMES 
KELLY ARDEN 
TAMMY ANDREWS 



Stacy Ames, which became a part of Bobbie Brooks just over two years ago, has more than doubled 
sales since then to a total of $13,600,000 for the year ended April 30. It believes that this volume 
puts it well up among the largest dress manufacturers in America. 

The “look” of Stacy Ames and its Kelly Arden and Tammy Andrews divisions is sophisticated 
and fashionable. The Stacy Ames label is for the career girl age group, and the Kelly Arden and 
Tammy Andrews labels are in the junior age group, with Kelly Arden in junior petite sizes. Prices 
are slightly above the range of the Bobbie Brooks label. 

Tammy Andrews, a new division, scored $1,000,000 in sales during its first six months and is 
budgeted for a substantial increase. 

In all divisions, Stacy Ames is creating greater depth in individual product groups . .. linens, 
synthetics, blends, wools, and novelties, for example. Over 1100 separate styles were produced 
in its five seasonal lines, designed by its own styling staff. 

It has 45 road salesmen working from six regional offices and selling to over 6000 accounts. 
Continuous additions to this large sales force are planned. 

More than 2,000,000 garments were shipped during the past year, and a substantial expansion 
of facilities will shortly consolidate administrative, cutting and distribution facilities under one roof 
for greater efficiency. 

Stacy Ames is becoming a major organization in its own right. Like Bobbie Brooks, it is an 
important core resource for customer stores. Business for the current year is far above the same 
period a year ago, and the young and aggressive Stacy Ames management foresees tremendous 
continuing growth on a long-range basis. 











COLEBROOK 

SALES 



COLEBROOK 


Colebrook, a leading knitwear producer, manufactures 
under its own label, and also is an important producer of 
sweaters sold under the Bobbie Brooks trade name. Sales 
made directly by Colebrook during the year just ended 
totalled $6,300,000, an increase of 21 per cent over the 
preceding year. 

It is a pioneering organization, both in styling and in 
manufacturing techniques. A sportswear line integrated 
with its sweater line has recently been introduced, and is 
being well received. Its facilities in Hialeah, Florida, were 
increased to provide space for cutting and sewing double 
knits as part of this program. 

Colebrook also has introduced an unusual textured 
acetate fabric under the name of Coleseta and is building 
up its technical experience in this field, which it believes 
has a good growth potential. 

About 450 styles a year are offered by Colebrook in 
three seasonal lines, and it serves about 2500 accounts. It 
has a sales staff of 25, and has recently opened a California 
office. 

Colebrook also operates a subsidiary in Italy called 
Bebeco, Inc., and has a plant at Coamo, Puerto Rico. The 
new Italian subsidiary last year produced over 1,000,000 
hand-knit sweaters for sale in the United States under the 
Colebrook and Bobbie Brooks labels, and on a gradual 
basis, will start production for European markets. 

New items produced in Italy by Colebrook for U. S. 
markets include fisherman-knit sweaters, and a new stretch 
sweater in a tightly ribbed fabric. 

Colebrook anticipates a good year. Results could be out¬ 
standing if a present beginning trend toward renewed interest 
in fur blend full-fashioned sweaters continues to develop, 
since this is a field in which Colebrook is particularly strong. 
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Stretchini, which has just moved into a new 80,000 square 
foot plant and headquarters on the Hudson River at 
Irvington, N. Y., increased sales over 40 per cent during 
the past year to a total of $6,300,000. 

Stretchini, pioneer in the new world of stretch, recognizes 
that the technology of producing quality stretchwear is new, 
complex and demanding. It has mastered this technique, 
and is finding a tremendous response with buyers. 

Producing for children and sub-teens, Stretchini was one 
of the first to develop runproof stretch tights, stitch-creasing 
for stretch pants, and stirrups made from the same fabric 
as the stretch pants to which they are attached. 

It also developed the first apparel made from thermo¬ 
stretch fabrics, which have fine stretch characteristics yet 
are made windproof and waterproof by a layer of insulat¬ 
ing material. Sales of apparel made from this fabric are 
developing rapidly, and fleece-lined stretch jackets and 
pants also are providing a substantial new source of sales. 

From skiwear to swimwear, from light-weight stretch 
pants for sports and play to bright sweater shirts for school, 
Stretchini brings fashion and comfort to girls from 3 to 13, 
and constantly is expanding its line. 

Customers include about 2000 stores, a 25 per cent gain 
over a year ago, with 4,000,000 garments shipped during 
the year just ended. A road force of 14 is being expanded, 
and sales offices are maintained in New York, Chicago, 
Los Angeles and San Francisco. 

The new Irvington plant provides space for a doubling 
of distribution, cutting and office facilities. A plant was 
opened during the past year at Port Chester, N. Y., and 
a plant at Reading, Pa., is being expanded. Stretchini is 
off to a very good start for the current year, and anticipates 
another substantial sales increase. 


Stretchini inaQes things that stretch 
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MANY INTERESTING CHAPTERS LIE AHEAD 
IN THE BOBBIE BROOKS STORY 


“The U.S. populace is growing younger every day . .. half the population 
will be under 26 by 1975,” reports the nation’s largest investment 
banking firm. 

“The largest apparel consuming group, ages 15 to 29, is increasing 
faster than the whole. Between 1960 and 1980, this portion of the 
population is expected to expand 71.8 per cent as compared with virtually 
no growth for the preceding 20-year period,” says another investment 
banking company in a special research report. 

Bobbie Brooks, of course, serves youth.. . girls and young women 
at a time when apparel is a major interest in their lives. Stretchini keeps 
a girl well dressed from 3 to 13; Bobbie Brooks and Tammy Andrews 
fashions cater to her every need from 13 to 24; Stacy Ames, Kelly Arden 
and Colebrook provide her with a smart, sophisticated “look” from her 
late teens through her 20’s. 

This market is growing not only in numbers but in spending power 
as well, since higher personal incomes and more leisure time are also 
contributing to the growth of young adult fashions. 

The Bobbie Brooks label, in depth of styling and service, is an ideal 
core resource for the nation’s great department stores and leading apparel 
shops which account for the bulk of the nation’s $15,000,000,000 annual 
sales of women’s apparel. 

Department stores in particular are growing rapidly as the big down¬ 
town units remain giant-sized and also spawn more and more branches 
in the suburbs, each requiring all of the back-up services we are 
equipped to offer. 

Fashion is the magnet that draws women into these stores, and more 
and more retailers are becoming convinced of this. For example, half 
of the merchants interviewed in a recent national survey thought women’s 
wear categories would show better volume gains during the last half 
of 1964 than any other merchandise in their stores. 

Bobbie Brooks for 25 years has been developing its brand name, the 
year-around flow of fashions styled and priced “just right” for young 
adults, the manufacturing and back-up support, the ability to deliver 
reorders rapidly and in large volume, and the nation-wide service organi¬ 
zation which make us an important resource for retailers. 

The basic growth pattern of our central operation under the Bobbie 
Brooks label is a matter of established tradition. Our subsidiaries, possible 
future acquisitions, and the development of Bobbie Brooks (Europa) 
and other overseas licensees add another dimension to our future plans. 

The size we have attained today permits us to utilize new concepts of 
efficiency and service in planning for the future. And at the age of 25, 
we believe that the Bobbie Brooks story will be even more interesting 
in our next 25 years than it has been in the past. 
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ANNIVERSARY 


SoSl^SlaW 


INCORPORATED 



AND SUBSIDIARY COMPANIES 

' 


CONSOLIDATED STATEMENT OF INCOME 

For the Years Ended April 30, 1964 and 1963 

Net Sales. 

Cost of Goods Sold. 

Gross Profit. 

Selling, Warehouse, General and Administrative Expenses . . . 

Other Income. 

Other Deductions—Interest Expense. 

Income Before Income Taxes. 

Federal and Foreign Income Taxes. 

Net Income. 

Earnings Per Share. 

Average Number of Shares Outstanding. 


1964 

1963 

. $87,599,659 

$75,762,424 

. 61,068,424 

51,933,031 

. 26,531,235 

23,829,393 

. 19,075,630 

16,916,593 

7,455,605 

6,912,800 

17,359 

31,397 

7,472,964 

6,944,197 

518,330 

296,568 

6,954,634 

6,647,629 

. 3,357,541 

3,243,772 

. $ 3,597,093 

$ 3,403,857 

. $ 1.14 

$ 1.09 

. 3,150,532 

3,130,768 


CONSOLIDATED STATEMENT OF CAPITAL SURPLUS 

For the Year Ended April 30, 1964 

Capital Surplus at Beginning of Year.$ 2,414,213 

Excess of Exercise Price Over Stated Value of Capital Stock Issued Under Employees’ Stock 

Option and Purchase Plans. 143,619 

Stated Value of Additional Capital Shares Issued in Connection 

With Acquisitions in Prior Years—Note 5 . (8,200) 

Capital Surplus at End of Year.$ 2,549,632 


CONSOLIDATED STATEMENT OF RETAINED EARNINGS 

For the Year Ended April 30, 1964 


Retained Earnings at Beginning of Year.$ 8,384,240 

Net Income. 3,597,093 

11,981,333 

Cash Dividends Paid or Declared . 1,497,852 

Retained Earnings at End of Year.$10,483,481 


The notes to financial statements are an integral part of these statements and should be read in conjunction herewith. 
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INCORPORATED AND 
SUBSIDIARY COMPANIES 


CONSOLIDATED 


ASSETS 

Current Assets: 

Cash. 

Accounts Receivable—Trade . . 

Other Advances and Receivables 

Inventories—Note 2. 

Prepaid Expenses. 

Total Current Assets . . . 


As at 

April 30, 

1964 

As at 

April 30, 
1963 

i 780,693 

$ 975,759 

13,382,531 

10,244,987 

996,978 

644,945 

15,866,021 

12,815,538 

126,032 

142,017 

31,152,255 

24,823,246 


Fixed Assets—At Cost, Less Accumulated Depreciation 
and Amortization—Note 3 . 8,108,095 7,768,148 


Other Assets 


307,172 251,407 


$39,567,522 $32,842,801 


The notes to financial statements are an integral part of 
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ANNIVERSARY 


BALANCE SHEET 


LIABILITIES AND SHAREHOLDERS' EQUITY appim. 

1964 

Current Liabilities: 

Notes Payable—Banks. $ 5,822,178 

Long Term Debt—Portion Due Within One Year—Note 4 . 239,101 

Accounts Payable—Trade. 8,442,262 

Accrued Expenses and Sundry Liabilities. 2,963,916 

Estimated Federal and Foreign Taxes on Income. 2,096,535 

Dividends Payable. 395,396 

Total Current Liabilities. 19,959,388 

Long Term Debt—Portion Due After One Year—Note 4 . 3,329,065 

Deferred Taxes on Income. 82,842 

Shareholders’ Equity: 

Capital Stock—Note 5. 3,163,114 


Authorized 4,000,000 Shares—No Par Value 
Stated Value $1.00 Per Share 
Issued and Outstanding— 

April 30, 1964-3,163,114 Shares 
April 30, 1963-3,142,575 Shares 

Capital Surplus. 2,549,632 

Retained Earnings. 10,483,481 

16,196,227 

Commitments and Estimated Capital Expenditures—Note 8 

$39,567,522 


As at 
April 30, 
1963 


$ 2,875,000 
229,617 
7,596,394 
2,241,446 
1,996,869 
314,257 
15,253,583 
3,568,155 
80,035 


3,142,575 


2,414,213 

8,384,240 

13,941,028 


$32,842,801 


this statement and should be read in conjunction herewith. 
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NOTES TO CONSOLIDATED FINANCIAL STATEMENTS 


NOTE 1. PRINCIPLES OF CONSOLIDATION 

The consolidated financial statements include the accounts of the 
Company and its wholly owned subsidiaries. Intercompany items 
and transactions have been eliminated in consolidation. 

NOTE 2. INVENTORIES 


Inventories, stated at the lower of cost or market, consist of the 

following: 


April 30, 

April 30, 


1964 

1963 

Raw Materials . 

. $ 6,079,079 

$ 5,620,384 

Work in Process . 

. 2,728,078 

2,506,288 

Finished Goods . 

. 7,058,864 

4,688,866 


$15,866,021 

$12,815,538 

NOTE 3. FIXED ASSETS 

Fixed Assets are summarized 

as follows: 



April 30, 

April 30, 


1964 

1963 

Land . 

.$ 807,241 

$ 750,378 

Buildings . 

. 4,548,630 

4,470,479 

Machinery and Equipment . 

. 5,115,738 

4,429,353 

Leasehold Improvements . 

. 834,093 

612,112 

Total Cost . 

. 11,305,702 

10,262,322 

Less: Accumulated Depreciation 
and Amortization . 

. 3,197,607 

2,494,174 


8,108,095 

7,768,148 


Provision for depreciation and amortization for the years ended 
April 30, 1964 and 1963 amounted to $741,410 and $634,567. 
Certain assets acquired prior to May 1, 1962 have been depreciated 
on an accelerated basis for financial statement and income tax pur¬ 
poses. Subsequent additions have been depreciated on a straight 
line basis as regards financial reporting and on an accelerated basis 
for tax purposes. Provision has been made for estimated taxes de¬ 
ferred to future years resulting from the excess of tax depreciation 
over the corresponding charge in the income statement. 


NOTE 4. LONG TERM DEBT 

Long Term Debt consists of the following: 



Rate 

of 

Interest 

Maturity 

Portion 
Due Within 
One Year 

Portion 
Due After 
One Year 

Notes Payable 

6% 

Feb. 1,1965 

$ 9,705 

$ - 

Mortgage Notes 

4%-6% 

Dec. 10, 1965- 
April 12, 1976 

229,396 

$239,101 

3,329,065 

$3,329,065 


NOTE 5. CAPITAL STOCK 

Changes during the year in the number of outstanding shares are 


tabulated as follows: 

Outstanding — May 1, 1963 . 3,142,575 

Issued under Stock Option and Purchase Plans. 12,339 

Additional shares issued in connection with 

acquisitions in prior years of other companies. 8,200 

3,163,114 


A maximum of 89,310 capital shares are contingently issuable 
in connection with acquisitions in prior years. As at April 30, 1964, 
55,065 shares were reserved for issuance under an Employees’ 
Stock. Purchase Plan. 

NOTE 6. STOCK OPTIONS 

As at April 30, 1964, 218,007 shares of Capital Stock were 
reserved for issuance upon exercise of restricted stock options which 
the Company is authorized to grant to certain officers and em¬ 
ployees. Included therein are 98,206 shares optioned at 85% of 
the fair market value at the grant dates, at prices ranging from $8.45 
to $21.36, with an aggregate option price of $1,690,687. 

After one year from the date of grant the options become cumu¬ 
latively exercisable to the extent of one-third thereof every two 
years and expire at the end of the seventh year. The Company 
has not made any charges to income, nor will it make any charges 
against future income with respect to the options. 

NOTE 7. EMPLOYEES' PENSION FUND 

The Company has in operation a voluntary non-contributory 
pension plan which includes certain salaried, hourly and commission 
basis employees. The plan provides for normal retirement at age 65 
or earlier optional retirement under certain conditions. Past service 
liability as at April 30, 1964 amounted to $450,005 and is currently 
being provided for by payments in twenty-seven annual install¬ 
ments. The costs of the plan for the years ended April 30, 1964 and 
1963 were, respectively, $378,209 and $354,060. 

NOTE 8. COMMITMENTS 

AND ESTIMATED CAPITAL EXPENDITURES 

The Company is lessee under various long term leases expiring 
through 1983. These provide for aggregate average annual rentals 
of approximately $534,000 plus, in some instances, real estate taxes 
and other expenses. Leases with aggregate average annual rentals 
of approximately $147,000 contain options for the Company to 
acquire the leased properties. The Company intends to enter into 
a long term lease arrangement, as regards data processing equip¬ 
ment, at an approximate annual rental of $228,000. 

Capital expenditures currently contemplated by management are 
approximately $900,000. 


REPORT OF INDEPENDENT CERTIFIED PUBLIC ACCOUNTANTS 


To the Shareholders 
Bobbie Brooks, Incorporated 

In our opinion, the accompanying consolidated statements present 
fairly the financial position of Bobbie Brooks, Incorporated and 
subsidiary companies as at April 30, 1964 and the results of opera¬ 
tions for the year then ended in conformity with generally accepted 
accounting principles applied on a basis consistent with that of 
the preceding year. Our examination of these statements was made 


in accordance with generally accepted auditing standards and accord¬ 
ingly included such tests of the accounting records and such other 
auditing procedures as we considered necessary in the circumstances. 

New York, N. Y. Clarence Rainess & Co. 

June 19, 1964 



















































TEN-YEAR FINANCIAL SUMMARY** 

Years ended April 30 


RESULTS 



1955 

1956 

1957 

1958 

1959 

1960 

1961 

1962 

1963 

1964 

Net Sales 

$14,365,900 

16,827,500 

20,912,800 

22,341,500 

25,014,600 

35,721,000 

52,577,500 

63,920,900 

75,762,400 

87,599,700 

Earnings Before Income Taxes 

504,400 

619,900 

1,233,900 

1,284,100 

2,133,400 

3,451,400 

4,732,900 

5,808,000 

6,647,600 

6,954,600 

Provision For Income Taxes 

258,500 

330,200 

652,200 

655,900 

1,104,500 

1,799,600 

2,412,100 

2,970,300 

3,243,800 

3,357,500 

Earnings After Income Taxes 

245,900 

289,700 

581,700 

628,200 

1,028,900 

1,651,800 

2,320,800 

2,837,700 

3,403,800 

3,597,100 

Net Earnings Percentage of Sales 

1.7% 

1.7% 

2.8% 

2.8% 

4.1% 

4.6% 

4.4% 

4.4% 

4.5% 

4.1% 

YEAR-END POSITION 











Current Assets 

$ 3,477,100 

5,089,800 

6,127,700 

5,104,800 

7,044,000 

11,810,500 

16,960,100 

20,674,100 

24,823,200 

31,152,300 

Current Liabilities 

2,601,700 

4,202,400 

4,844,100 

3,504,400 

3,758,700 

6,990,300 

10,259,400 

12,358,000 

15,253,600 

19,959,400 

Working Capital 

875,400 

887,400 

1,283,600 

1,600,400 

3,285,300 

4,820,200 

6,700,700 

8,316,100 

9,569,600 

11,192,900 

Current Ratio 

1.3 

1.2 

1.3 

1.5 

1.9 

1.7 

1.7 

1.7 

1.6 

1.6 

Property, Plant, Equipment—Gross 

$ 634,600 

1,009,300 

1,147,800 

1,567,300 

1,739,100 

3,158,700 

6,822,900 

7,486,400 

10,262,300 

11,305,700 

Accumulated Depreciation 
& Amortization 

301,700 

342,200 

428,600 

532,100 

627,200 

848,600 

1,485,400 

2,041,000 

2,494,200 

3,197,600 

Property, Plant, Equipment—Net 

332,900 

667,100 

719,200 

1,035,200 

1,111,900 

2,310,100 

5,337,500 

5,445,400 

7,768,100 

8,108,100 

Long Term Debt 

500,000 

565,600 

451,900 

485,700 

381,400 

463,000 

2,786,900 

2,630,300 

3,568,200 

3,329,100 

Preferred Stock Outstanding 

— 

— 

— 

100,000 

— 

— 

— 

— 

— 

— 

Common Shareholders' Equity 

745,000 

1,034,500 

1,616,000 

2,138,700 

4,168,200 

6,919,400 

9,624,300 

11,566,900 

13,941,000 

16,196,200 

PER COMMON SHARE 

* 










Earnings After Income Taxes 

$ .12 

.14 

.29 

.31 

.48 

.68 

.77 

.91 

1.09 

1.14 

Working Capital 

.43 

.44 

.63 

.79 

1.54 

1.96 

2.23 

2.67 

3.06 

3.55 

Common Shareholders' Equity 

.37 

.51 

.79 

1.05 

1.95 

2.82 

3.20 

3.71 

4.45 

5.14 

Average Number of Common 

Shares Outstanding (Adjusted) 

2,038,656 

2,038,656 

2,038,656 

2,038,656 

2,138,656 

2,455,322 

3,004,018 

3,117,798 

3,130,768 

3,150,532 


•Based on average number of shares outstanding each period retroactively adjusted tor the recapitalization ol January 12,1959 and the two-tor one stock splits effective February 26 
1960 and August 31,1962. 

"Figures tor the years 1961, 1962 and 1963 have been changed to include the operating results ot the companies acquired on a "pooling of interests" basis, as though the present 
relationship had existed in the year prior to acquisition. Years prior to 1961 have not been so re stated. 


WORKING 

CAPITAL 



’55 '56 ’57 '58 ’59 '60 ’61 ’62 '63 '64 



’55 '56 ’57 ’58 '59 ’60 ’61 ’62 ’63 ’64 


EARNINGS 
PER SHARE 

























offices and plants 

Executive Offices and National Distribution Center 
3830 Kelley Avenue, Cleveland, Ohio 44114 


Regional Sales Offices and Showrooms 

New York Chicago 

Cleveland Dallas 

Atlanta Los Angeles 


District and Sales Offices 


Birmingham 

Boston 

Buffalo 

Charlotte 

Cincinnati 

Denver 

Detroit 

Houston 

Indianapolis 

Jamaica, N. Y. 

Kansas City 

Memphis 

Miami 

Milwaukee 

Plants 


Minneapolis 
Nashville 
Newark 
New Orleans 
Oklahoma City 
Peoria 
Philadelphia 
Pittsburgh 
St. Louis 
Salt Lake City 
San Francisco 
Seattle 

Springfield, Ill. 
Washington 


Cleveland, Ohio 
Bellaire, Ohio 
Dover, Ohio 
Middletown, Ohio 
West Helena, Arkansas 
Lepanto, Arkansas 
Lock Haven, Pennsylvania 
Butler, Pennsylvania 
Montgomery, Pennsylvania 
Washington, Pennsylvania 
Reading, Pennsylvania 
Bowling Green, Missouri 
Vandalia, Missouri 
Hialeah, Florida 
Coamo, Puerto Rico 
Irvington, New York 
Port Chester, New York 
Florence, Italy 


officers and directors 

Officers 

President, Maurice Saltzman 

Vice President, Burton L. Kamberg 

Vice President and Treasurer, Jacob Landis 

Vice President, Julius Ludwig 

Vice President, David Margolis 

Vice President, Stan L. Marshall 

Secretary, Cele Stein 

Assistant Secretary, Shirley Kanner 

Assistant Treasurer, Calvin J. Cohen 

Board of Directors 
Eugene H. Freedheim 
Burton L. Kamberg 
Jacob Landis 
Julius Ludwig 
David Margolis 
Stan L. Marshall 
William G. F. Price 
Maurice Saltzman 
Sam H. Sampliner 
Cele Stein 

Transfer Agents 

The Cleveland Trust Company 
Cleveland, Ohio 

The Chase Manhattan Bank 
New York, N. Y. 

Registrars 

Central National Bank of Cleveland 
Cleveland, Ohio 

Chemical Bank New York Trust Company 
New York, N. Y. 

Auditors 

Clarence Rainess & Company 
New York, N. Y. 

Counsel 

Hahn, Loeser, Freedheim, Dean & Wellman 
Cleveland, Ohio 



Directors of Bobbie Brooks, from left to right are: Julius Ludwig, David Margolis, Cele Stein, 
Burton L. Kamberg, Maurice Saltzman, Jacob Landis, Sam H. Sampliner, Eugene H. Freed¬ 
heim, Stan L. Marshall. William G. F. Price was in Europe at the time this photo was made. 
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